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What We Will Be Covering Today:

Overview of connected audio listenership

Podcast-specific insights

Demographic comparison between audiences

Reach comparisons between platforms, not just
how much, but where and when

Cross-channel audio & video connection




Connecting Audio




Radio still most popular platform, but

streaming audio ads up

Audio Services Usage, Last 30 Days 57%

72%

Listened to any Radio m Streaming Owned m Ad-supported
streaming audio

service
32%
30%

49%

Listened to ads on a 19%
streaming audio 16% 16%

21% 21% 22%

service
9%

2%

1 — °
Tidal Audible iHeartRadio Apple SiriusXMm Owned Amazon Pandora YouTube Spotify AM/FM
Music Audio Music Music Radio
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All Ad-supported Audio Audiences

Monthly Audio listenership is not Audio Listenership, with Ads, Last 30 Days

exclusive - 51% of Radio listeners are

also streaming audio with ads and

63% of ad-supported streaming Monthly
audio listeners are listening to radio. AM/FM

Radio

S7%

75% of people listen to either

streaming audio ads or radio as

monthly - 31% of respondents Monthly

listen to both. Streaming
Audio (with ads)

49%
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All Ad-supported Audio Audiences

Monthly Audio listenership is not Audio Listenership, with Ads, Last 30 Days

exclusive - 51% of Radio listeners are

also streaming audio with ads and

63% of ad-supported streaming Monthly
audio listeners are listening to radio. AM/FM

Radio

S7%

75% of people listen to either

streaming audio ads or radio as

monthly - 31% of respondents Monthly

listen to both. Streaming
Audio (with ad

Adding SiriusXM only extends 0 Monthly
monthly audio reach to 79% with 49 A) SiriusXMm
most listeners also listening 19%
elsewhere.
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Audio streamers are listening more frequently

Audio Daily Listenership, with Ads

37% of respondents are listening
to streaming audio ads or radio

daily Daily AM/FM

Around half of as streaming ad- SELelle
supported audio listeners listen Dail O
daily. Significantly higher than the Stre)a:ming 23 /O
40% among AM/FM Audio (with ads)

22%
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Audio streamers are listening more frequently

37% of respondents are listening
to streaming audio ads or radio
daily

Around half of as streaming ad-
supported audio listeners listen
daily. Significantly higher than the
40% among AM/FM

SiriusXM has the same rate of daily
listenership as radio and only
extends ad-supported listening to
and additional 3% of respondents

Source: Involved Media Connected Audience Study, US, Spring 2024

Audio Daily Listenership, with Ads

Daily AM/FM
Radio

Daily 23%

Streaming

22% SiriusXM

8%
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Podcast Usage Overview

51%

Of Respondents Regularly
Watch or Listen to Podcasts:

Watch Podcasts
15%

.
.

Listen & Watch
13%

Listen to Don't Watch
Podcasts or Listen
23% 49%

Source: Involved Media Connected Audience Study, US, Spring 2024

Podcast Listenership by
Genre

News & Politics

Entertainment & Pop
Culture

Comedy

Sports Commentary

Educational, Historical,
Edu-tainment

Business & Finance
Conversation & Advice
Kids & Family Content

Other

40%

39%

38%

29%

25%

21%

21%

12%

9%

Listening Frequency

Daily 24%

Weekly 47%

Monthly

29%

Podcast Listeners
Platforms [Index]

Top Platforms

Audible [ 154
Spotify T 140
Apple Music [ 140
Bottom Platforms
SiriusxM [ 106
AM/FM [ 101



Demographic Indexing by Daily Audio
Platform Usage

Radio Reach Under 35

® [ ) 150
Mirrors Linear
Male \ Parent
Like in video, older audiences are holding
on to traditional media types, while
younger and wealthier consumers are '/ /
moving toward alternatives. Low Income High Income
Spotify sgecifically has a stronghold on V/ﬂ\\
younger listeners - while 32% of all
respondents listened in the last 30 days, \/
that number jumps to 52% of people Sinal
under 35. ing'e person Female

hhid

iIHeartRadio has the oldest audience of

any of the streaming services; their Over 60
strongest audience people aged 45-60,

sitting between radio & streaming

BDaily Radio @Daily Any Streaming Daily Podcast
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Demographic Indexing by Daily Audio
Platform Usage, with Ads

The Ad-Supported
Audio Household

Male Parent
Overall parents are more likely to \

consume audio than others. Note only

19% of parents who listen to podcasts

listen to kids & family content, so this is

more about taking advantage of time to Low Income (110 “ / High Income

Under 35

engage with media for themselves.

Apple Music stands out in its ad-free
appeal for parents of children under 12

and under 7 especially Single person
hhid 108 Female
Audible is nearly 70% more popular
with parents of children 7-17 than with
the general population Over €0
B Daily Radio  BDaily Ad-Supported Streaming Daily Podcast

Radio reach is much less affected by
parental status than streaming

Source: Involved Media Connected Audience Study, US, Spring 2024



The Economics of
Ad-Supported
Audio

SiriusXM'’s small audience stands out
for being the highest income and the
oldest of the daily audio listeners

In streaming, Apple Music has the
highest income listeners with over half of
this audience making over $100K, but
this high-income audience is inaccessible
with ads.

Podcasts are a valuable way to reach
high-income audiences that pay to skip
ads.

Source: Involved Media Connected Audience Study, US, Spring 2024

Demographic Indexing by Daily Audio
Platform Usage, with Ads

Under 35

Male Parent

15 /\
/N
Low Income 1o < /

s 152

High Income

Z 53

N o

. 13
Single person

hhid 108 Female

Over 60

B Daily Radio
Daily Podcast

B Daily Ad-Supported Streaming
Daily SiriusXM



Where radio & streaming
differ is the where

Radio is the king of the road with most listeners tuning in in the
car, while commuting or running errands. Podcasts & streaming
audio are much more widespread in their usage from home to
the gym, second screens and all.

Location Listen “Often”, by Audio Type

B Streaming Audio (Most Listened)
u AM/FM Radio

77%

67% 64%

58% m Podcast
38%
30% 30%
26% 23%
15% 16%
| =B

In the Car Home Work Public Transport

Source: Involved Media Connected Audience Study, US, Spring 2024

Activities Done while Listening

m Streaming Audio (Most Listened)

Commute

Errands/Chores

Surf
Internet/Social

Exercise

Work

47%

38%

I 559
I 41%

40%

44%

46%

50%

43%

38%

33%

® AM/FM Radio mPodcast

66%



Connecting Video & Audio




Audio & user-generated content have clear

crossover

Device Used to Consume Video & Audio Comparison,
by Weekly+ Users

W Often use TV mOften use Laptop/PC ®Often use Mobile/Tablet

OUse TV [ Use Laptop/PC DO Use Mobile/Tablet
95% 95%

78%

79% 79%

7%

55%

51%

51%

44%

=

AUDIO U-GEN

LINEAR

Source: Involved Media Connected Audience Study, US, Spring 2024

Audio is by far most likely
to be consumed through
an app on a phone.

This is complicated by the
rise of video podcasts that
blur the line between
what is “audio” and what
Is “user-generated”

These two channels are in
stark contrast to both
broadcast & cable content
and OTT which are still
tied tothe TV
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MEDIA



Audio content also has the most distributed
listening times.

Audio content is what Americans start their day too. Like seen with devices, user-generated content behaves in-between
typical tv show style programming & audio.

Daypart Usage by Most Engaged Viewers

E Morning mDaytime mEvening ™ Late Night

82%
76% 77%

63% 65%

56%
46%

62%
. 49%
42% 44% 41%

39% 41%
28% s
21% 25 % 1%
7%

AM/FM RADIO AUDIO UGEN LINEAR

34%

Source: Involved Media Connected Audience Study, US, Spring 2024



Audio is just a part of consumers’ video-packed
media diet

92% of the daily streaming audio
audience is also available in the daily
video landscape - 58% are daily UGEN
viewers

Daily FAST Daily Broadcast
Channel Viewgg & Cable Viewers

N 1)\% Al.JdIO e
Total: 20% Streaming Total: 38%
?

Only 3% of respondents are
reachable by daily streaming audio
and not reachable daily on a video
platform

Unique: 1% with ads Unique: 17%

Total:22%

) ) ) Unigue: 3%
This remains consistent when < :

comparing weekly ad-supported audio
usage to weekly video usage

Viewers
Total: 38%

Unique: 9%
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AM/FM Radio audience less online than
streaming audio

84% daily radio listeners are

available in the daily video URiquersy%

landscape. '

Radio has significantly less Daily FAST Daily Broadcast
crossover with all streaming video, Channel Viewers ity AM/FM & Cable Viewers
U-gens, ASVODs, and FAST than el 20% P2 o zay
streaming audio inventory. Unique: 1% Total23% Unique: 14%

Unique: 4%

The one video type that radio has
more daily crossover with is linear,
with over half of daily radio
listeners also watching linear daily. Daily U-Gen

Viewers
Total: 38%

Unique: 11%

20 Source: Involved Media Connected Audience Study, US, Spring 2024



Plans for Future Studies:

* Next topic extension: Short-form video

* Expanding into Australia

« Continue to adjust the study to reflect
the way consumers understand their
own media consumption habits as they

evolve




Involved
MEDIA

Where service you can trust
meets high-impact results.

For more information, contact connectedaudiences@involvedmedia.com








